The purpose of this study is to examine the effect of market orientation, creativity, innovation and competitive advantage on the performance of creative industries. Respondents from this study are 130 owners or leaders of creative industries in the fashion sector in Central Java Indonesia. The study is located on the North Coast of Central Java, taking five districts, namely Pekalongan, Semarang, Kudus, Rembang and Jepara. Sampling method in this research use purposive sampling method. This method is used taking into account the criteria of the creative fashion industry that has been operating for at least 3 years and innovating market-oriented products. The data obtained will be analyzed using Partial Least Square (PLS) program. The results of data analysis show that creativity has no significant effect on innovation. Market orientation significantly affects innovation and performance. Innovation also has a significant effect on excellence and competitive performance. Furthermore, competitive advantage has a significant effect on company performance. 
INTRODUCTION
Creative industry is one of the backbones for economic development, it will have a greater contribution for Indonesia if it is developed well. The creative industry has a significant contribution to economic development, especially in providing jobs and increasing people's incomes. Nowadays, competitions are getting tighter, so creativity and innovation is needed to adapt on the environmental changes. Development of continuous innovation requires adequate resources, in the field of human resources, finance and technology. Small and medium enterprises' resources have an effect on organizational capability ( Jardon & Martos, 2013) .
The development of market-oriented, creativity and innovation is one of the main components that encourage the creation of competitive advantage. The creation of sustainable competitive advantage for the creative industries is necessary to compete in the global market. Creativity and innovation are needed by creative industries to grow and develop. Industry actors should be able to change the outlook from profit orientation to the long term customer-oriented. To achieve business goals, creative industry players should have capability to face challenges, formulate strategies in competition (Halim et al., 2011) . Rapid changes in the environment especially technology and consumer force the creative industry to adjust by adopting knowledge, skills and technology.
The ability to increase creativity in discovering new and unique ideas is needed to compete in the global market. Competitive advantage shows that companies act better than competitors in the same. Creativity in the form of product innovation should be done sustainably based on consumer's needs. The success of the creative industry to develop market-oriented, creativity and innovation products are expected to create competitive advantage.
Innovation can be a critical success factor in achieving the sustainable competitive advantage. The changing business environment drives the tight competition between companies in the global market place. It motivates the companies to have innovation strategy in winning the global market competition. For creative industries, consumer-oriented innovation is a solution to survive and ready to face the global business challenges. Management awareness to innovate drives sustainable corporate growth. Consumeroriented business decisions will drive innovation (Martinez et al., 2013; Farida, 2016) .
Market orientation requires sufficient resources to create sustainable competitive advantage. Market orientation involves customers and competitors, so that creative industry players should understand the role of organizational culture. The marketing organization should understand consumer needs and deliver better value than competitors. Market orientation can improve innovation and business performance (Suliyanto & Rahab, 2012 ) the success of the creative industry to develop creativity and realize in the form of new market-oriented, product innovation is expected to create competitive advantage.
Previous research studies have been conducted in different results. Some research studies show that market orientation can improve market performance (Vytlacil, 2010; Oudan, 2012) . Market orientation can improve company performance (Yuan Li et al., 2008; Suliyanto & Rahab, 2012; Yadav & Tripathi, 2014) . Other studies show that market orientation as a key determinant of Islamic banking business performance (Widana et al., 2015) . Another study shows that implementation of market orientation in small and medium enterprises can improve the performance of international marketing (Armanio et al., 2008) . The results also show that there is a strong relationship between consumer orientation and marketing competence in small and medium enterprises (Asikhia, 2010) .
The market orientation mediates the relationship between innovation and the performance of insurance companies (Remli et al., 2013) . In small and medium business of food, consumer orientation and competitor orientation have a significant effect on business per-formance (Aziz & Yassin, 2010) . The results of research indicate that market orientation and government regulation have a significant effect on competitive advantage (Afsharghasemi et al., 2013) . Market orientation as the main determinant of Islamic banking business performance (Widana et al., 2015) .
Other studies show different results, that market orientation does not significantly affect the performance of small and medium enterprises (Rosli & Sidek, 2013; Gholami & Birjandi, 2016) . Other study shows that market orientation cannot improve the financial performance and growth of company owned by family (Gerni, 2013) . Previous studies have dealt with relationships between market orientation, innovation, competitive advantage and firm performance. According to researchers still, not many who examine about creativity, especially the relationship between creativity with innovation in support of competitive advantage and performance.
Creativity is needed for creative industries in order to create competitive advantage. Therefore, the relationship between creativity and innovation is still interesting to be studied. Previous research studies have focused on small and medium scale businesses as well as insurance while the research object is creative industry. Research on creative industry has not been done by many other researchers yet, therefore it is needed. The purpose of this research is to examine the effect of market orientation and creativity on innovation, competitive advantage and performance. The results are expected to be inputs to create competitive advantage and creative industry performance.
Hypothesis Development Creativity and Innovation
Organizational innovation describes cooperation in business that connects people, ideas and resources that interact and generates creativity and innovation (Sousa, 2012) . Since innovation capability is a must, entrepreneur should have some skills: self-knowledge, imagination, practical knowledge, searching. Creativity defines as thinking something new, while innovation is the ability to apply creativity to solve problems and opportunities. Creative thinking is the ability to find ideas, opportunities and get innovative ways to solve the problems. The main foundation to be innovative is creativity. The knowledge, skills and experience of employees in value creation will determine the success of innovation (Sugianto & Hartono, 2017) . Individual creativity is not enough to create successful innovation, as well as creativity is a prerequisite to generate innovation (Steiner, 2009) .
As well as creativity is a prerequisite for the generation of innovation (Mehrabani, 2012) and creativity cannot improve innovation performance (Sohn & Jung, 2010) . Creativity is the ability to discover new ideas and new methods to meet challenges and opportunities whereas innovation is the ability to find ways to solve problems H1: Creativity significantly affects innovation
Market Orientation and Innovation
Cooperation in organizations that combine people, ideas and good resources generates creativity and innovation. High market-oriented business activities encourages companies to innovate products, processes and markets (Martinez et al., 2013) . Market orientation can improve innovation in both company and service industry ( Altuntaş et al., 2013) . The market orientation of small and medium-sized businesses can encourage innovation (Suliyanto & Rahab, 2012; Remli et al., 2013) and the high competitor orientation encourage the high the innovation activity (Martinez et al., 2013) . Inter-functional coordination in market-oriented marketing activities can enhance innovation capabilities (Azadehdel et al., 2013) .
Similarly, market orientation that emphasizes the importance of inter-functional coordination can encourage product innovation (Hosseini, 2012) . Market orientation, innovation and performance have strong correlations and market orientations have a role as mediator between innovation and performance (Remli et al., 2013) . Consumer orientation encourages innovation and higher level of competence hence higher level of innovation (Martinez et al., 2013) and market orientation pushes innovation performance success (Kaya & Patton, 2011) . Market orientation components that include consumer orientation and competitor orientation drive new product innovation (Augusto & Coelho, 2009 ). Market orientation is a key to have product and process innovation (Kok & Biemans, 2009) . H2: Market orientation significantly affects innovation
Market Orientation and Performance
Marketing activities that emphasize on consumer orientation, competitor orientation and inter-functional coordination within organizations illustrate the construction of market-oriented marketing activities. The result of previous studies indicates that business performance can be improved through market orientation (Yuan Li, 2008; Yadav; Ou & 2012; Altuntaş et al., 2013; Hassan, 2013; Widana, 2015; Pantouvakis et al., 2017) .
Furthermore, in large companies, the relationship between operational coordination and performance (business & operational) is moderated by consumer orientation (Liu et al., 2011) . Market-oriented marketing strategy does not significantly affect financial performance (Upadhyay & Sivakumar, 2015) . Business performance can be enhanced through inter-functional coordination in marketing activities (Aziz & Yassin, 2010) . The performance of international marketing in small companies can be improved through market orientation (Armanio et al., 2008) . Marketing performance can be improved through market orientation (Vytlacil 2010; Peter & Danskin, 2010; Oudan, 2012) . Exportoriented marketing activities improve export performance (Singh & Mahmood, 2013) .
The competitive advantage mediates the relationship between market orientation and internationalization (Afsharghasemi et al., 2013) . At the product life cycle stage, the relationship between market orientation and firm performance becomes strongest when the company is at a weak and growth phase in the introductory phase (Wong & Ellis, 2007) .
Market orientation through the dimensions of consumer orientation, competitor orientation and interfunctional coordination can be used to predict company performance (Yadav & Tripathi, 2014) . Market-oriented marketing activities, competitive advantage and government regulation can drive internationalization and market orientation with international market performance also has a strong correlation (Afsharghasemi et al., 2013) . Good marketing ability drives the creation of marketing performance (Santos-vijande, 2012) and relationships between innovation and company performance are mediated by market orientation (Remli et al., 2013) . The business performance of small and medium businesses can be improved through consumer orientation and competitor orientation (Aziz & Yassin, 2010) . H3: Market orientation significantly affect company performance
Innovation and Performance
Innovation and experience of small and medium-sized enterprises encourage the sustainable growth (Mirza, 2011) . Management ability to innovate is influenced by product quality and marketing synergy (Maatoofi & Tajeddini, 2011) . Company performance can be improved by the innovation quality (Lakhal, 2009; Salim & Sulaiman, 2011; Mahmood, 2013; Azadehdel et al., 2013) . The better and more attractive product innovation designs encourage sales growth (Dirisu et al., 2013) . Similarly, the performance of small and medium enterprises can be improved through the capabilities of innovation (Suliyanto & Rahab, 2012; Sulistyo, 2016) .
A strong market orientation by the company improves innovation and impacts on improving company performance (Remli et al., 2013) . Company performance can be improved through product innovation (Charterina & Landeta, 2013) and there is a strong correlation between innovation quality and trade and industry performance (Azadehdel et al., 2013) . Furthermore, innovation-oriented companies are able to improve company performance (Gerni, 2013) , the quality of innovation also significantly affects performance (Azadehdel et al., 2013) . Product innovation improves business performance (Charterina & Landeta, 2013) . Proactive environmental innovation capability significantly affects company performance (Fong & Chang, 2012) .
Strong green product innovation will have a strong impact on competitive advantage over company performance. The good environment attention having by the management encourages the strong relationship between green product innovation and company performance (Ar, 2012) . Innovation, company size, demography, location and experience are positively related to the continued growth of a small and mediumsized enterprise (Mirza, 2011) . Company performance is influenced by product innovation (Mahmood, 2013) . High innovation creativity can improve organizational performance (Salim & Sulaiman, 2011) .Product innovation and process innovation in small and medium enterprises significantly affect company performance (Rosli & Sidek, 2013) . H4: Innovation significantly affects company performance
Innovation and Competitive Advantage
The company resources and skills affect the creation of competitive advantage. The key to long-term business performance is largely determined by the company's competitive advantage. Companies' ability to deliver customer value better than competitors can create competitive advantage. The ability to create low cost operations and differentiate create sustainable competitive advantage. Competitive advantage shows that companies can act better than competitors in the same industry. Innovation and cooperation with main partner is a solution to help the cosmetic and herbal health industry to adapt with global business challenges (Permatasari & Dhewanto, 2013) . The green process innovation performance can create competitive advantage for the company (Chen & Chang, 2013) and innovation is able to encourage the creation of competitive advantage (Wingwon, 2012) . Competitive advantage can be created through superior value, quality, innovation and effectiveness (Chiou, 2011) , as well as competitive advantage can be achieved through innovation motivation (Dustin et al., 2014) .
The company's competitiveness is determined by intellectual capital and innovation (Sanchez-gutierrez et al., 2012) .Company innovation affects the individuals and organizations performance that the impact on the creation of competitive advantage. Innovation improves sustainable competitiveness for small and medium enterprises (Najib, 2014; Widyastuti 2014) and competitive advantage is achieved through innovation motivation (Dustin et al., 2014) . Sustainable market innovation is seen as a good tool in gaining sustainable competitive advantage (Ren et al., 2010) . The ability to innovate has an effect on competitive advantage (Parkman et al., 2012) . H5: Innovation significantly affects competitive advantage
Competitive Advantages and Performance Small company's ability to understand consumer needs create a good distribution network and manage sales of goods abroad effectively and efficiently improve export performance. Properly competed strategies drive business performance (Halim et al., 2011) , as well as management capability affects company performance (Hsu, 2012) .The high competitive advantage strengthens market orientation and impacts on the internationalization of SMEs (Afsharghasemi et al., 2013) .
Business performance is significantly influenced by the competitive advantages of a company (Russell & Millar, 2014; Mulyana, 2016) and competitive advantage significantly affects financial performance (Kamukama et al., 2011) . Strong competitive advantage improves organizational performance (Lakhal, 2009; Russell & Millar, 2014; Putri & Yuniawan, 2016) . High corporate performance is an indicator of competitive strength (Awuah, 2008) . Holistic competitive advantage improves com-pany performance (Ren, 2010) . Market orientation, competitive advantage and government regulation significantly affect internationalization of SMEs (Afsharghasemi et al., 2013) . H6: Competitive advantage significantly affects company performance
METHOD
In this study, obtained data from the respondents used to explain the relationship between research variables. Data is analyzed by quantitative approach. The respondents of this study are the owners or the heads of creative industry in the fashion sector in Central Java Indonesia. Research is located in North Coast of Central Java, by taking five districts/ cities, namely Pekalongan, Semarang, Kudus, Rembang and Jepara.
The objectives of this study are to examine and analyze the relationship between market orientation, creativity, innovation, competitive advantage and creative industry performance. The operational definition of those research variables can be explained as follows. Market orientation is an organizational culture that has confidence and values that put customers in the center of business decisions and measured through 9 indicators adopted from the previous research (Asikhia, 2010; Vytlacil, 2010; Awwad et al., 2011; Shoemaker & Pelham, 2013) , those are: value added for consumers, understanding consumer needs, customer satisfaction, information sharing competitors, competitor action responses, competitor strategy responses, inter functional coordination, information sharing between parts, cooperation formulate strategies.
Creativity is ability of exploring new ideas and obtaining new methods of problem solving, measured by indicators adopted from the previous research (Sohn & Jung 2010) , those are: originality, uniqueness, variation, breadth of ideas. The innovation is an ability to apply creativity in solving problems and improving innovation performance which is measured by 4 indicators adopted from the previous research (Rusli, 2013), those are: introductions of new products, products with new technology, product differentiation, entering the market with new products.
Competitive advantage is the ability to act better than competitors in the same industry and it is measured by four indicators adopted from the previous research (Wingwon, 2012; Hosseini, 2012; Hsu, 2012) , those are: cost, quality innovation, customer relationship and difference. Business performance is the ability to dominate the market and focus on its goal and financial, measured by 4 indicators adopted from the previous research (Asikhia, 2010; Wingwon, 2012; Karacaoglu, et al., 2013) , those are: return on assets, growth profit, sales growth, market share growth.
Purposive sampling was used as the sampling technique. This method was used by considering the criteria of the creative fashion industry that has been operating for at least 3 years and innovate market-oriented products. The respondents selected in this research are the leaders of the creative industries. The data were collected by sending questionnaires, telephone interviews and field observations. There were 180 questionnaires spread out and 150 of them were returned. Furthermore, from 150 returned questionnaires conducted to obtain accurate data. To ensure the data accuracy, it was selected 130 questionnaires which are eligible as respondents. The collected data will be tested for its validity and reliability. The measurement of the questionnaire items in this study is by use of "five-point Likert scale from 1 to 5" rating from strongly disagreement to the strongly agreement. the obtained data will be analyzed using Partial Least Square (PLS) program. The result of data analysis is expected to explain the relationship between research variables.
Respondents Description
The description of the respondents as a whole can be explained in Table 1 . Table 1 shows a general overview of the age and business operations in the creative industries. Most creative industry players are 34-49 years (42.30%). It means that the creative industry players run the business on the productive age. Based on the length of business operations, most of them have a sufficient work experience since they run the business for 10-15 years (28.46%). Table 2 shows an overview of the mean, medium and standard deviations of each variable. Market orientation variables in a high category which is indicated by its mean value (3.89). It shows that the industry creative in fashion sector run the business activity with consumer oriented. Business activity is always consumer oriented, which is done by creating good cooperation with the consumers, giving the best added value for consumer, trying to understand consumers' needs and trying to satisfy them.
Furthermore, to adapt with the business competition, creative industry should pay attention to all competitors' activities, share information about competitors and make decisions quickly to respond to the actions of competitors. Besides, they should conduct routine internal coordination o get team support in business decision making. Inter-functional coordination is required to create cohesiveness and cooperation and should be done through coordination between sections, share information and strategize together. The mean grade of creativity is 3.63. It shows that the creative industry player's ability to get the original idea is still weak; to meet the unique and wide idea is not maximal. In addition, the variation of ideas that will be realized in the form of innovation is also limited.
The mean value of innovation variable is 4.12, means that it belongs to the high category. This condition shows that the innovation has been done well and in accordance with consumer expectations. Innovation is realized in the form of introductions of new products in order to be able to provide a variety of alternative product choices that can satisfy consumers. Innovation for new product development that suits technological change demands. Moreover, company should be able to produce different products with competitors' to enter a new market.
The mean value of competitive advantages which is 3.96 belongs to the high category. This condition shows the ability to create competitive advantage made by the perpetrators of the creative industry is good. Competitive advantage is created by making efficiency in the production process to create a fair price that can compete in the market. Quality improvement is also done to satisfy consumers, as well as build good relationships with thm. Differentiation is also done in order to provide many choices for consumers.
Furthermore, the company's performance variable is included in the high category; with a mean value is 4.05. This condition shows the performance of the creative industry has been relatively good, this can be indicated from the increase of return on assets every year, annual profit growth, annual sales growth and market share growth each year.
Analysis Result
The data obtained will be tested empirically based on Partial Least Square (PLS) with Smart PLS software. The analytical techniques will used to test the Hypothesis through the model of structural equations with Partial Least Square (PLS) approach. The approach through distribution free is a powerful research method in Partial Least Square (PLS), because it does not assume certain distributed data but it can be nominal, ordinal, interval and ratio and the number of samples should not be large (Ghozali, 2013) .
Outer Model (Validity and Reliability Test)
The goal of the outer model test is to measure the specification of the relationship between latent variables and their indicators. Testing is done by Convergent Validity approach, where indicator is judged by correlation between item score/ component score. Individual reflection sizes are said to be high if they correlate more than 0.70 with the measured constructs. Early stage studies of developing a scale of measuring the loading values of 0.50 to 0.60 are considered sufficient (Ghozali, 2013) . The validity test result in Table 3 shows that the value of outer model indicates the factor loading value of each indicator is above 0.50, so it can be concluded that all indicator is valid. Meanwhile, to measure reliability of variables is done by discriminant validity approach. It compares the square root values of Average Variance Extracted (AVE) in every construct by correlating between construct with others in the model. The model has good discriminant validity if the AVE root value of each latent variable is greater than the correlation value between latent variables with other latent variables in the model and recommended AVE values must be greater than 0.50.
The reliability test result in Table 4 shows that the value of each Composite Reliability is above 0.60 and Average Variance Extracted (AVE) is 0.50. From the result, it can be concluded that this study has qualified reliability of a construct. 
RESULT AND DISCUSSION
Inner model is used to measure the relationship between structural model or inner relations. The great influence between research variables can be seen in Table 5 .
Inner model or structural model is performed to test the relationship between construct, significant value and R-square of the research model. The relationship between structural model explaining the relationship between latent variables in the study. Without losing the general nature, it is assumed that the latent variable and the indicator or variable manifest in the zero means and the variance unit are equal to one so that the constants parameters can be omitted from the model. In Table 5 above shows the influence between latent variables in the model and testing is done by comparing the value of t statistics with the value of t in the table (1.96). If the statistical t value is greater than t value in the table, so there is a significant influence between latent variables and vice versa. The value of R-Square in Partial Least Square (PLS) model of each dependent latent variable can be seen in Table 6 . The analysis result in Table 6 shows the R-square value of innovation variable is 0.580. It shows that creativity variables influenced by creativity and market orientation variables are 0.580 or 58.0%. The rest (100%-58,00% = 42.0%) is explained by other variable outside research model. Furthermore, the R-square of competitive advantage variables is 0.757 means Creativity does not significantly affect innovation. This condition shows that the most of the ideas and the development concepts of creative industry players have not been realized in the form of product, process, market and management innovation. The results of this study support the previous study that creativity does not significantly affect innovation performance (Sohn & Jung 2010) . Similarly, research findings suggest that individual creativity is incapable of encouraging successful innovation (Steiner, 2009) .
Creativity is really needed by creative industry players, because creativity can generate original and unique ideas. Ideas cannot be realized in the form of innovation. Furthermore, ideas that vary as well as big ideas not yet fully implemented by creative industry players. The ability to get original and unique ideas is needed to support innovation. The ability to explore challenging and varied ideas is needed to support product, process, market and management innovations for creative industry players.
Market orientation significantly affects innovation, so the high activity of market-oriented company improves the innovation. The results of this study are in line with the findings of the previous study which states that the high the market orientation of the company improves the innovation of products, processes and markets and the high the level of competence improves of innovation (Martinez, 2013) . The results of this study also support the findings stating that market orientation by small and medium enterprises can encourage innovation (Suliyanto & Rahab, 2012; Remli et al., 2013) . Market orientation is able to drive the success of innovation performance (Kaya & Patton, 2011) .
Market-oriented business decisions are embodied in three dimensions; consumer Figure 1 . Conceptual Model orientation, competitor orientation and interfunctional coordination. The purpose of consumer orientation is to satisfy consumers through increased value added for consumers. Provide added value to larger consumers through a variety of product choices as a result of innovation. Besides, the creative industry should meet the consumers' needs by providing a wide selection of product variations and prices based on consumers' ability. Competitor orientation is done by sharing information and quickly in taking decisions to respond to competitors' actions and strategies. Internal coordination within the organization is always done to build a solid team that can be done by sharing information between sections, facilitating coordination and formulating strategies to develop shared innovations. In line with research that states market orientation can drive the success of innovation performance (Kaya & Patton, 2011) .
Market orientation significantly affects company performance, meaning that the stronger the market orientation will create the higher company performance. The results of this study support the findings of previous study which states that market orientation can improve business performance (Suliyanto & Rahab, 2012; Oudan, 2012; Yadav, 2014) . In line with the results of research, the market orientation through the dimensions of consumer orientation, competitor orientation, inter-functional coordination can be used to predict company performance (Yadav & Tripathi, 2014) .
Similarly, the business performance of small and medium businesses can be improved by consumer orientation and competitor orientation (Aziz & Yassin, 2010) . This result contradicts the opinion that market orientation has no significant effect on the performance of small and medium enterprises (Rosli & Sidek, 2013; Gholami & Birjandi, 2016) . Another study shows that market orientation cannot improve the financial performance and growth of company owned by the family (Gerni, 2013) .
Marketing policy conducted through three pillars; consumer orientation, competitor orientation and inter-functional coordination.
Consumer orientation is realized by creating better value added for consumers, by realizing greater consumer expectations compared to consumer sacrifices. Creative industry players should meet the needs of consumers by giving satisfaction to consumers better than competitors. In addition it also provides a wide selection of product variations and prices based on consumers' ability. Furthermore, competitor orientation is done by sharing information about competitors, quickly responding to competitor's actions and strategies. Inter-functional coordination is conducted in an integrated manner by coordinating among functions, sharing information between sections and building cooperation among members, building cooperation to formulate strategies in order to improve company performance.
Innovation significantly affects company performance. This condition shows that the better the innovation is, the higher the performance of the company. The results of this study are in line, with finding which states that the high the innovation creativity made by the company improved company performance (Salim & Sulaiman, 2011) . In line with the finding, the better the innovation capabilities of small and medium business actors can improve the company's performance (Sulistyo, 2016) . It also supports the statement that company performance can be improved through the innovation quality (Lakhal, 2009; Salim & Sulaiman, 2011; Mahmood, 2013) . The development of innovations in introducing new products to consumers and creating products by using new technology will add value to consumers. Differentiation of products is done to provide many choices for consumers and entering the market with new products encourage sales, profits and also return on asset creative industry players.
Innovation significantly affects competitive advantage, so the higher the innovation capability is, the higher the competitive advantage. This result supports previous research which states that the ability to innovate affects the competitive advantage (Parkman, 2012; Wingwon, 2012) . Competitive advantage can be created through superior value, quality, innovation and effectiveness (Chiou, 2011) , as well as competitive advantage can be achieved through innovation motivation (Dustin et al., 2014) . Innovation affects individual and organizations performance which impact on competitive advantage. Innovation through new product designs as well as product development by using new technologies encourage efficient production that impact on cheap pricing. Differentiation of products and market entry with new products faster than competitors will be able to create competitive advantage.
Competitive advantage significantly affects company performance. The higher the ability to create competitive advantage is, the higher creative industry performance. The result of this study reinforces the finding that competitive advantage can improve business performance (Russell & Millar, 2014; Mulyana, 2016) . Correspondingly, this research findings competitive advantage can improve organizational performance (Lakhal, 2009; Russell & Millar, 2014) . Holistic competitive advantage can improve company performance (Ren, 2010) . This condition shows that competitive advantage is the key to long-term business performance for creative industries. Competitive advantage is built through the creation of quality products and lower prices than other companies in the same industry. Competitive advantage can be created by building good relationships with customers that can drive increased sales, profit and market share.
CONCLUSION AND RECOMMENDATION
The policy of market-oriented innovation development encourages the creation of sustainable competitive advantage for the creative industry. The performance of the creative industry can be improved if the policy of market-oriented innovation is developed by focusing on consumer orientation, competitor orientation and inter-functional coordination. Similarly, performance can be improved if the creative industry has a competitive advantage.
The managerial implication of this research is that innovation development to create competitive advantage can be done by developing consumer oriented marketing policy, competitor orientation and good inter-functional coordination. Improving the performance of categorical industry can be done by conducting business policy focusing on market orientation, continuous innovation and creating competitive advantage.
The limitation of this research is the result of model development with the level of marginal accuracy and the respondent has different background of both creative and educational industry sector, so the answer to the questionnaire given becomes heterogenic. Future research is expected to test the type of creative industry, by adding business environment variables as well as firm size as moderating variables.
